ABSTRACT: "Globalisation, new technologies and demographic developments constitute an enormous challenge; one of the answers to this problem is the access to lifelong learning"[1] (Jan Figel -Commissioner for Education, Training, Culture and Multilingualism).This paper is intended to be a plea in favour of faculty using and engaging social networks in the act of teaching and learning. This of course will imply a permanent effort of self-teaching for the teachers themselves. Similarly to the notorious brands that are already making use of the social media in an intense and prolific way, academic institutions ought as well to articulate a coherent and viable strategy, based on the new online communication channels, if they want to obtain and maintain their credibility and reputation for the public.
SOCIAL MEDIA REVOLUTION
An effort of redefining the act of communication is required, a reshuffling of roles between the participants in communication. Indeed, the environment is not quite comfortable and wellknown for today's adults who are educating the digital natives, a generation upon which advertising and publicity have lost their impact. What matters most now is opinions expressed online about your brand.
Few people are indeed aware of the fact that we are today eyewitnessing a social media revolution ("user-generated content"), in which "human relations are entering a new era of multidimensional communication, and social interactions are being performed inside a virtual world which is overlapping with the reality and is occulting it." [2] We are talking here "about online communication channels, social interaction and propagation, delineation, syndicating or search for easily accessible information, by which action large communities of participants can cooperate through production and exchange of texts, photographs, audio and video materials; these are repeatedly sent around between users, in a way that is dictated by the will of individuals, similarly to the children's game called <cordless phone>. (…) The purpose of interactions between users is to create connections for personal or business use." [3] The expression "social media generation" has become unanimously adopted. It depicts the generation that prefers the computer mouse instead of the pen, and whose opinions have a significant weight on the labor market.
Statistics determining the preferences of this segment of public have revealed, for example, that 93% of the social network users believe that a company's profile in the social media ought to be represented by a famous personality, rather than in the classical way having been employed so far. [4] From a pragmatic perspective, the PR department of each organization (including that of universities) must take seriously into consideration the segment of the online audience, and to create products that are easy to sell, since they are tailored to fit the psychological and intellectual profile of this target group.
Of the existing online communication channels, Facebook is by far the top. According to information released by Google Trends for Websites in February 2011, Facebook has 310 million visitors per day, being followed at a greater distance by the social network called Orkut (51 million individual visitors per day), Qzone (37 million), Twitter (22 million) etc.
In the Romanian online space, the situation in the social media is the following: Facebook (3.206 The figures above show that young people are easier approachable online in/from an institution through promotional campaigns for products, causes or ideas. This is where I want to touch the possibility of promoting the image of the Lucian Blaga University from Sibiu (ULBS) in the virtual world.
Specialists in communication consider that the successful social media are envisaging the mobilization of communities in the desire to attract their contribution to the production and sharing of information: Wikipedia, YouTube, FileSharing, Twitter, Blogging, Social Networking, forums and photo systems, Media and FilesSharing.
On zeroing in, we could take it that Facebook, Twitter, YouTube, Blogger could become the social media platforms to use in the promotion campaign of ULBS, since these social networks would succeed in mobilizing the academic community from Sibiu, on the one hand, and the local and national pre-university community on the other hand, provided that the publishers, the owners and people in charge with each platform be PR professionals.
For this study we recommend the professors and students of the Faculty for Journalism within ULBS.
Blogger, which is a blog edited through a web browser (Chrome, Internet Explorer, Firefox or Opera), is constructed on a free platform easy to load with information, opinions and multimedia elements, in a continuous flow, usually displayed in a reverse chronological order. [6] Whether individual or corporate, blogs can host audio files (podcasts) and video files (vodcast), to which the users can subscribe. The two ingredients that ensure the success of a blog are, according to the same Horea Bădău, a good content and interactivity.
Among the landmark traits of quality are to be mentioned a good legibility (easy to read and to scan), and grammar (obviously, a blog content displaying grammar mistakes will not be taken seriously).
Interactivity, defined by Bădău as "a condition of communication containing simultaneous and continuous instances of exchange that implies social force", has been admitted to be a fundamental aspect of computer-mediated communication.
The stimulation of interactivity is an indispensable condition for the very existence of the blog. It becomes "an extremely precious purpose, with inferred financial connotations, that is being pursued from the choice of subjects up to the choice of title, approach and type of ecriture." [7] Of the microblogging platforms, Twitter occupies a special place, being preferred by users who wish to stay tuned to the latest developments in their profession and to communicate on various issues. This is the place where friendship and business connections are being established: 85% of the respondents are using the microblogging platform to announce news, 68% to learn about news and 58% are using them to observe interesting persons. Jack Dorsey, the founder of Twitter, is explaining the raison d'etre of this platform: "Many people's brilliant ideas are lost because they are not transmitted to others in due time. Twitter gives you the possibility to share your ideas with others, so that they can make use of them in real time".
[8]
The role of Twitter in influencing the public thinking is overwhelming: for example, it has influenced the election of Barack Obama, and has also contributed to the outburst of street protests in Kishinev.
Of the advantages of Twitter, Horea Bădău is mentioning the following:
• It is the most accessible social media platform; • The Twitter is extremely open, anybody being able to access Twitter from any other social media platform , and even from the platforms of the competition;
• Twitter is useful in building up consensual opinions in a community of supporters; • According to empirical observations, it seems that postings on Twitter display more honest than those in blogs, due to the more restricted space for messages;
• This site is very helpful in planning events (tweet meet), often spontaneous;
• Twitter brings about more stability in relations emerging from communication;
• Information posted on Twitter is educational;
• You can find a job on Twitter ;
• It is a very speedy means of communication, with short and extremely concentrated information;
• It is a suitable place to announce sales, offers, it provides good conditions for the launching of new products;
• It can used to expand your personal or corporate brand: even if the online medium does nopt belong to your professional objectives, Twitter can help you expand your business;
• In spite of exposing you to critics, Twitter still offers you the possibility to study your competitors;
• Twitter is a social media hub, it functions very well in an integrated system with the other online platforms. Twitter allows you to build functional relations in all social media; • On Twitter you can find out about all important occurring in the blogosphere. Bloggers post on Twitter the titles of articles, with links to the blogs. The working principle here is: he who finds out first, announces first;
• Twitter is, according to Jeremiah Owyang [9], an instrument through which companies can reache their customers directly, in real time, and people can voice their opinions to the leaders of opinion; at the same time, it is an opportunity to invite bloggers to write, and also to write on other people's blogs.
Among the disadvantages of Twitter, Horea Bădău is mentioning:
• Too time-consuming; • Can estrange you from real life;
• Does not produce visible effects in communication;
• There are other more efficient means of communication;
• It is only for the connoisseurs of the online medium;
• Facebook hahs ahd more success in România than Twitter;
• It exposes your company to criticism.
The most powerful social network in the world still remains Facebook, due to its considerable number of accessible possibilities of socialization that are available to each user (over 40,000 applications).
Of all these, Horea Mihai Bădău is mentioning the "wall" (where public messages can be posted, that are seen by everybody); "Pokes" (a method of alerting another user) ; "Notes" (online text editor, allowing photos to be posted); "Photos"; "Videos"; "News Feeds", "Chat", "Events", "Games"; "Marketplace" (containing ads).
Capturing the "wisdom of masses" represents an aim of the social media. The first step in the project would be to attract the targeted segment of audience, high-schoolers ad their parents, into discussion. "Mass cooperation of users, through their participation, means power. The individual must be convinced to participate actively in the community that represents him and of which he is a representative." [10] It is possible to catch the audience's attention not only through online means, but also by using the classical means of promotion, like brochures, audio and video advertising, faceto-face discussions with high-schoolers etc.
The very next step envisages creation of products by which the academic community of Sibiu is introducing herself, in turns asking for opinions, preferences and recommendations.
An indispensable requirement of online communication on its way to being successful is, of course, the slight adaptation of traditional written and verbal expression language to the online medium.
It is desirable to relinquish the formal, monotonous language sometimes used in marketing brochures, to the benefit of a natural, honest, direct, occasionally even colloquial language.
The PR specialist has to reposition him/herself, by focusing on the dialog with the customers in a bilateral communication. Yet, there is a possibility for the publisher to lose control of the information, and instead to merely moderate it through participation in conversations. In the social media, interactivity and perseverance are becoming values.
[11]
The social media consultant Mark Brooks, founder of Online Personals Watch, believes that "the most important elements of online community are constructed through interpersonal communication, thus the person becomes a brand". [12] Horea Mihai Bădău considers that the current tendency in the social networks is the shifting of power from brand to individuals, and the PR are committing the fatal mistake of continuing to embody an institution and not the person in communication. A user or reader (eager to communicate from colloquial positions) would much easier address the real person behind the brand, rather than an impersonal institution. It is therefore recommendable to appoint a person to represent the company, for example the Vodafone person, the Audi person, the LG person, the ULBS person.
The next question to rise is what does online communication bring to us in addition?
Theorists have delineated ten arguments pro social media and four against. [13] In the first category we can mention:
• accessibility, translated in the short time, below one minute, necessary to create an account for blogging, Twitter or Facebook;
• relating, knowing more people, discussions with practically anybody; the speed of dissemination of information uploaded by the publisher will be amazing; • community, from within it is easy to find "birds of the same feather"; • information, learning about almost any topic;
• reputation, which is created, maintained and validated online through search on Google;
• efficacy, as a result of transposing the information learned into concrete actions;
• creativity, through relating with creative persons;
• interaction with customers and maintaining direct contact, by offering answers to their questions. Based on visitors' suggestions, we can update strategy or services and we can tailor our offer to meet their demand ;
• low marketing costs, by offering free access to services, information and community, represents one of the reasons why the social media has become the new instrument for sales and effective marketing;
• traffic, achieved through relevant information that is uploaded on the platforms.
The four arguments against social media are:
• too much noise, resulting from the abundance of doubtful quality information;
• anonymity, as an expression of the identity theft practiced on the Internet;
• a time-consuming activity, reflected in the considerable amount of time involved in the social media;
• unwanted reactions of some "jaded" users.
Vodafone
Among activities performed on Facebook are supporting the film festivals "Anonimul ("Cinefili în Deltă") and TIFF ("Cluj: The Movie"); a Gadgeteer Awards 1 and 2 (2011, 2012), "Undercloud" (the first theater play on Facebook).
Also, Vodafone has an updated profile on Wikipedia, in Romanian and English, also an acount on Flickr (vodafonebuzz) and a YouTube channel (vodafonebuzz). Moreover, Vodafone has sponsored Webstock 2011, How To Web, iPhone Party, Secret Santa Party and Lady Bloggers Party.
Interactivity seems to be thought as very important, since Vodafone is responding to customers' requests on Facebook, through the application Assistance, on Twitter, on the Vodafone forum and on the main forums in the country. Also, Vodafone has one of the first Pinterest accounts from Romania. [14] 
THE MODEL OF UNIVERSITY'S FACEBOOK PAGE
In the Romanian academic space we have noted a visible effort of aligning to the new tendencies on the market of online medium resources for attracting as much public as possible.
From the official Facebook pages of Romanian universities, the one belonging to the "Alexandru Ioan Cuza" from Iaşi, is by far the best, deserving to become a role model for the other institutions of education.
Having scored 15,188 Likes, among which 188 users are concretely discussing about the university, the home page or landing page featuring sections such as "Photographs", "Appreciations" (that can be visualized), "Discussions on admission", "Discussions on rent and accommodation", "News" and video postings. By clicking on "Discussions on admission" we can arrive at the page that offers complex and fresh information about the academia of Iasi, distributed under the titles: "Home", "Bachelor 2012", "Master 2010", "PhD 2011", "News", "Archive", "Partners", "For high-schoolers", "Contact".
The site's interactive feature is represented by the invitation addressed to visitors to fill out questionnaires and send feedback in the case that they were "unable to find the answer to questions in the site". All this is living proof of the attention given to the user, as well as the struggle to prevent any unclear areas.
It is to be noted that in the "Partners'" list can be found: a) partner sites: Bacalaureat 2012 and Consiliul Naţional al Elevilor (National Pupils' Council); b) eight high-schools from Iaşi, Brăila, Negreşti, Piatra Neamţ, Bucecea, Focşani, Paşcani, Galaţi; c) eight media trusts; d) two blogs.
More than that, every user is invited to promote the university, by inserting its banner with the logo onto the personal blog or site page.
The special care shown towards high-schoolers is laudable. Two important articles are addressed to them: "How Is a Student's Life Different from the Life of a High-Schooler?"
and "From High-School to College". For a seamless dialog between users and the university, 23 "ambassador" students of the university have been chosen, competent and eager enough to answer questions on courses, professors, practical work, scholarships, studies abroad or other career opportunities offered by the university.
One of the strengths of UAIC is represented by the blogroll on the Facebook page. The blogroll is a kind of connection between blogs. In our case, the blogroll is connecting three blogs: "360 UAIC", "The official UAIC sitre" and "UAIC -150 years". As a conclusion, the Facebook page of UAIC has the following characteristics:
• it fully exploits the following techniques of interaction: 1. conversation, as a fundamental value in social networking; 2. Facebook Chat; 3. Creation of connections between Facebook and the on and offline media; 4. The questionnaire as a useful instrument in generating feedback; 5. The comments forum;
• texts containing complete and useful information on faculties, admission, accommodation possibilities, etc.;
Compared to UAIC, the Facebook pages of the Babes-Bolyai University from Cluj-Napoca and the "Andrei Şaguna" University from Constanţa are quite modest.
With 6.441 Likes and 42 persons engaging in dialog, the "Babes -Bolyai" University is displaying titles such as: "UBB Albums", "Basic Information", "Contact Information", "UBB statistics", the structure of the study year, tuition fees. For more details you can access six different web sites.
In spite of these inconveniences, UBB is still catching up due to the existence in the blogosphere of both a Twitter and a YouTube account.
On Twitter you can find the so-called tweets, articles meant to keep readers up with events from the Cluj academia. This is the blogosphere space where "Mr. UBB" is interacting and relating with users.
As for the "Andrei Şaguna" University from Constanţa, with 648 Likes, it is posting on Facebook official texts about existing faculties, "basic information de bază", "general information", "contact information" that are all accessible from the web. The "Events" section contains one event only. The user can see "The UAŞC Albums" and a few video clips.
Common features of UBB and UAŞC:
• the lack of a colloquial style in the dialog with potential users;
• the use of an official language, inappropriate for the online medium, especially when it comes to the promotion of products;
• reduced interactivity.
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The understanding and acceptance of the social media phenomenon entails becoming involved into it.
In other words, it is desirable to create a blog, to open a Facebook and a Twitter account that should be synchronized (it is recommendable that both bear the same name).
Interpersonal communication with customers is indispensable in the blogosphere, the more that you are the representative of a company.
One key element of success in the social media is knowing that very often people make their choices based on recommendations of their friends.
